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Abstract 
Potential synergies between international trade and tourism are viewed 
optimistically by governments, yet research to assess their association is limited. 
To gain an understanding of trade and tourism relationships, this paper reports on 
a study which examines both product-related and tourism-related place image 
effects on consumer behavior simultaneously. Using the U.S. as the country of 
focus, key product and travel relationships are measured by structural equation 
modeling of consumer data from South Korea. Findings support the cross-over 
effect between one's beliefs about a country as a destination and as a producer, 
and one's willingness to travel to it and/or buy its products, and most strongly, that 
product beliefs affect views of travel destinations. 
About the authors 
Statia Elliot is a Ph.D. candidate in the Sprott School of Business. She holds MA 
in Economics (McMaster) and B. C o m m (St. Mary's) degrees Her research 
focuses on the tourism field, where she also worked extensively including as 
Doctor of Marketing for Manitoba Tourism (1999-2002) She has travelled 
extensively throughout SE Asia and is a Taekwondo Black Belt. 
Nicolas Papadopoulos is Professor of Marketing and International Business at the 
Sprott School His research focuses on international business strategy and| buyer 
responses to it He has published over 150 research monographs, book chapters 
E S n ^ t e r S d journal and conference articles, and servers on the editorial 
boards of eight journals. 
Sprott Research Program 
research@sprott.carieton.ca 
Sprott School of Business • Carleton University -1125 Colonel By Drive • 
Ottawa • Canada • KIS 5B6 

Carleton University 
prott 
17
 School 
of Business 
710 Dunton Tower 
1125 Colonel By Drive 
Ottawa, O N K1S 5B6 Canada 
Tel: (613)520-2388 
Fax:(613)520-4427 
www.business.carleton.ca 
Sprott Letters 
Working Papers 
A Model of International Product 
and International Destination Relationships 
Statia E. Elliot and Nicolas Papadopoulos 
Sprott School of Business 
SL 2007-007 
Ottawa, Canada • February 2007 
© By the authors. Please do not quote or reproduce without permission. 
Sprott Letters (Print) ISSN 1912-6026 
Sprott Letters (Online) ISSN 1912-6034 
Sprott Letters includes four series: Working Papers, Occasional Reports, Article 
Reprints, and Frontiers in Business Research and Practice. 
For more information please visit "Faculty & Research" at http://sprott.carleton.ca/. 
A Model of International Product 
and International Destination Relationships 
Introduction 
As economies worldwide open to greater flows of goods and people, the relationship between 
trade and travel becomes increasingly salient in international marketing. The likely synergies 
between the two are many, including, for example, the "Marco Polo" hypothesis that business 
travel leads to increased international trade (Kulendran and Wilson 2000), the outpouring of 
tourists from countries that experience strong economic growth (e.g., Japan in the recent past and, 
it is expected, soon China), and the potential linkage in consumers' minds between countries 
whose products they buy and the same countries as potential tourism destinations. Given the 
exponential growth of trade and tourism in recent decades, the last linkage is particularly 
important. If views toward a country as a producer and a destination are related, countries may be 
able to leverage their strengths in either (or both) to benefit the other and thus gain a dual 
beneficial effect. Such associations are viewed optimistically by practitioners in business and 
government who have recently jumped on the "place branding" bandwagon in ever-growing 
numbers, yet there is no research to examine whether they exist and h o w they work. 
To gain an understanding of international trade and travel relationships from the consumer's 
viewpoint, this paper reports on a study in which both product- and travel-related country image 
effects are considered simultaneously in the context of the overarching cognitive and affective 
image of the country. The main goal is to examine whether there is a cross-over effect between 
familiarity with and beliefs about it as producer and tourism destination, and willingness to buy 
its products and/or travel to it - that is, whether product and tourism beliefs interact. 
Exploring this relationship is of great relevance to practitioners: if product and tourism images do 
interact, then, in line with the paramount principle of consistency for successful branding, there 
would be a need for much greater coordination between export and tourism campaigns which 
have so far been disparate and often conflicting. The question is important for theory 
development, since it deals with the extent to which there may be interplay between two mental 
schemata (DeChenne 1993) which have so far been treated as if they are independent of each 
other. These schemata form two important and much-researched subfields of image-oriented 
research: Product-Country Image (PCI) and Tourism Destination Image (TDI). Both deal with the 
role of place image in shaping buyer attitudes and behavior, but neither has drawn knowledge 
from the other and there are no studies that examine the potential intersection between them. In 
addressing its main goal, the paper also contributes to T D I theory which is somewhat less well 
developed than in the PCI field. Following a brief review of the literature, the paper posits a 
theoretical model of joint TDI and PCI effects, tests it using Structural Equation Modeling 
(SEM), and discusses the implications of the findings. 
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Literature review 
Kulendran and Wilson (2000) were the first to show empirically that international trade leads to 
international travel. However, the relationship may only exist between travel and imports, and 
not exports (Khan, Toh, and Chua 2005), and may be further limited to business travel and not 
leisure tourism flows (Turner and Witt 2001). Studies on these questions began to appear only 
recently and their number is very small, and so the patterns of travel and trade at the macro level, 
if they even exist, remain unclear. At the micro level, even less is known about exported product 
and travel relationships. Tourism studies that consider products focus narrowly on souvenir 
purchases by tourists (e.g., Swanson and Horridge 2004). The products studied are limited to arts 
and crafts, collectibles, and other local souvenirs, and to souvenir-specific product attributes such 
as portability, cost, and understandability. 
Place image research has a much longer history. PCI research consists of over 1000 major 
publications since the 1950s (Papadopoulos 2004) and comprises a significant body of theoretical 
work. The area was initially known as the study of a product's "made-in image" or "country of 
origin" effects, a term that persists even though it is now known that it may refer to any place 
with which a product m a y be associated by virtue of its location of manufacture, assembly, 
design, or headquarters. A range of relevant issues have been studied, including the effects of 
animosity toward certain countries (Klein et al. 1998), image influences on consumers 
(Papadopoulos et al. 2000) and industrial buyers (Dzever and Quester 1999), and examinations of 
overall PCI effects through structural models (Knight and Calantone 2000). Several meta-
analyses and books summarize this literature (Verlegh and Steenkamp 1999, Jaffe and Nebenzahl 
2006). 
TDI studies are also numerous and go back to the 1970s, when Hunt (1975) stressed that "images 
... may have as much to do with an area's tourism development success as the more tangible 
recreation and tourist resources". Subsequent studies have considered the influence of image on 
traveler choice (Pearce 1982), the measurement of image (Echtner and Ritchie 1991), and its 
formation (Baloglu and McCleary 1999). However, much of the research is application-oriented 
and lacks a theory-based framework or solid conceptualization (Beerli and Martin 2004). As well, 
significant gaps remain, including a lack of distinction between country image "in general" 
versus "as a destination" and, surprisingly, an absence of interest in the affective components of 
TDI (Pike 2002) in spite of the significant emotional content in tourist-place interactions. In this 
context, the study of product and tourism effects simultaneously in this paper enables us to also 
address, at least partially, these gaps in the T D I literature. 
Method 
To explore the potential relationships of product and tourism dimensions of place, a theoretical 
model is posited that combines knowledge from PCI and TDI research. Four main groups of 
constructs, measured through multiple indicators, were included: Country Image, Familiarity, 
Beliefs, and Receptivity. The cornerstone relationships of the model are well proven: (a) country 
image affects beliefs, (b) familiarity affects beliefs, and, (c) beliefs affect receptivity, or the 
consumer's openness to products and destinations. The specific constructs used and the 
relationships between them are shown in Figure 1 which is discussed below. 
2 
To test the model, constructs proven in past research were selected wherever possible and 
appropriate and where these were not available new constructs were built using proven variables. 
The study was part of a larger project and used South Korean consumers for the sample and the 
U S as the target country for analysis. These selections were predicated on the objective of 
obtaining the views of consumers w h o have sufficient knowledge of and interest in the target 
country as both a travel destination and a producer. Sampling was via an intercept of adults 
attending the Korea World Travel Fair in Seoul, selected to ensure that respondents would have 
higher than average education and income levels as well as an interest in international travel and 
products, and resulted in a usable sample of n=349. The instrument was a structured 
questionnaire, developed in English, translated into Korean, and back-translated to ensure 
equivalence. In addition to demographics, it comprised five main sections with 33 seven-point 
bipolar adjective scales to evaluate country, people, products and tourism characteristics. 
Analysis and Findings 
First, exploratory factor analysis was conducted on the 33 scaled items, followed by more 
rigorous confirmatory factor analysis. Eight factors were identified, comprising 24 items 
structured in line with the proposed model. The eight constructs and their measures, along with 
each measure's mean value and factor loading, are listed in Table 1. Four constructs are measured 
by two indicators each, which is somewhat low but acceptable given the number of constructs, 
statistical program capabilities, and the relatively large sample size. 
Table 1. Variable Means 1 and Factor Loadings by Construct 
Cog. Country Image (CogCI) 
Quality of life 
Wealth 
Technology level 
Education level 
Prod. Familiarity (ProdFam) 
Product Knowledge 
Brand recognition 
Product Beliefs (ProdBel) 
Product quality 
Workmanship 
Innovativeness 
Product value 
Product Receptivity (ProdRec) 
Willing to buy U.S. products 
Welcome more imports 
Mean 
5.67 
5.58 
5.59 
5.04 
4.26 
5.42 
5.32 
5.22 
5.08 
4.83 
4.30 
3.68 
Factor 
0.57 
0.56 
0.55 
0.63 
0.37 
0.77 
0.69 
0.72 
0.78 
0.77 
0.87 
0.42 
Aff. Country Image(AffCI) 
Pleasant 
Friendly 
Safe 
Trustworthy 
Dest. Familiarity(DestFam) 
Travel frequency to U.S. 
Knowledge of U.S. 
Destination Beliefs (DestBel) 
Attractive scenery 
Quality attractions 
Lots to see and do 
Good overall destination 
Dest. Receptivity (DestRec) 
Willing to travel to the US 
Closer ties with the US 
Mean 
4.78 
4.17 
3.36 
3.93 
1.28 
3.50 
5.59 
5.32 
5.46 
5.46 
5.12 
5.04 
Factor 
0.57 
0.62 
0.63 
0.83 
0.31 
0.63 
0.78 
0.77 
0.82 
0.74 
0.54 
0.43 
Means of bipolar adjective scales, where l=negative and 7=positive. 
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The model was tested using L I S R E L (v. 8.72) and the results are shown in Figure 1 and Table 2. 
Chi-square (X ) divided by degrees of freedom (d.f.) indicates that the model has a good overall 
fit with a statistic just above three (Taylor and Todd 1995). This is supported by the R M S E A 
statistic which suggests an adequate fit of the model and data (0.078). A closer look at the factor 
loadings of each variable to its construct shows that all but two of the loadings are above 0.40, 
and most are close to or above 0.60 for Cognitive Country Image, Affective Country Image, 
Product Beliefs, and Tourism Beliefs, supporting the reliability of these measures. The 
Familiarity and Receptivity constructs include lower loadings for travel frequency (0.31) and 
product knowledge (0.37). Though this likely lowers the overall fit of the model, these variables 
were retained, based in parts on theoretical grounds and suggestions from earlier research, 
support from the findings for other target countries in the broader study (not reported here), and 
in order to allow for a fuller exploration of the key relationships that are posited. 
The structural parameters for each relationship are assessed in terms of their significance and 
scale. If the z value of a structural parameter (equal to the ratio between a parameter estimate and 
its standard error) is greater than 1.96, then the parameter is considered significant at the 0.05 
level. The path analysis indicates that ten of the fifteen model paths are significant, and all are 
positive, as expected. More importantly, it suggests some interesting relationships between the 
product and tourism constructs. 
Figure 1. Structural Model of Product and Destination Image Interactions for the U.S. 
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Differences between the tourism and product sides of the model are evident. Cognitive Country 
Image has a significant influence on Product Beliefs (z = 2.68), but not on Destination Beliefs (z 
= 0.29), whereas Affective Country Image has a significant influence on Destination Beliefs, but 
not on Product Beliefs. Similarly, the path from Destination Familiarity to Affective Country 
Image is significant, whereas the path from Product Familiarity to Affective Country Image is 
not. These findings may reflect an essential difference in consumer motivations: cognition 
appears to play a stronger role when evaluating foreign products, while the holiday frame of mind 
brings forth more affective considerations in the TDI context. Surprisingly, the influence of 
Destination Familiarity on Destination Beliefs is not significant (z = 0.36), and it is Product 
Beliefs that has the most significant influence on Destination Beliefs (z = 5.43). In turn, 
Destination Beliefs significantly impact Destination Receptivity, as would be expected, but 
Product Receptivity also has a significant impact on Destination Receptivity. Here, product 
image factors clearly have an impact on destination evaluations. 
Table 2. M a x i m u m Likelihood Parameter Estimates for Structural Model Paths 
Structural Paths 
Cognitive Image —» Affective Image 
Cognitive Image —* Product Beliefs 
Product Familiarity —» Product Beliefs 
Product Beliefs —> Product Receptivity 
Product Familiarity —> Affective Image 
Affective Image —> Product Beliefs 
Affective Image —> Product Receptivity 
Cognitive Image —* Destination Beliefs 
Destination Familiarity —* Destination Beliefs 
Destination Beliefs —• Destination Receptivity 
Destination Familiarity —> Affective Image 
Affective Image —» Destination Beliefs 
Affective Image —> Destination Receptivity 
Product Beliefs —> Destination Beliefs 
Product Receptivity —> Destination Receptivity 
p value 
X' / d.f. 
RMSEA 
Parameter Estimates 
Direct Effect 
+ 0.47 
+ 0.24 
+ 0.75 
+ 0.55 
+ 0.09 
+ 0.11 
+ 0.30 
+ 0.03 
+ 0.03 
+ 0.78 
+ 0.30 
+ 0.17 
+ 0.18 
+ 0.48 
+ 0.25 
d.e./s.e. = z' 
0.47/ .10= 4.45 
0.24/.088= 2.68 
0.75/ .11= 6.99 
0.55/ .11= 5.03 
0.09/.094= 0.94 
0.11/.064= 1.72 
0.30/.084= 3.64 
0.03/ .10= 0.29 
0.03/.087= 0.36 
0.78/ .12= 6.45 
0.30/ .12= 2.52 
0.17/.079= 2.14 
0.18/ .11= 1.72 
0.48/.089= 5.43 
0.25/ .12= 2.19 
p=0.000 
3.124 
0.078 
Significant 
Yes 
Yes 
Yes 
Yes 
No 
No 
Yes 
No 
No 
Yes 
Yes 
Yes 
No 
Yes 
Yes 
Direct Effect (d.e.) / Standard Error (s.e.) = z value; z values > 1.96 are significant at 0.05. 
Implications 
The main goal of the study was to develop an effective model to encompass both the product and 
travel sides of country image, one of the most powerful stereotypes that affect behavior. This first 
comparative analysis of two streams of research that have so far not intersected resulted in (a) 
identifying a new construct (destination beliefs) that has so far been studied only as part of an 
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"all-inclusive" construct of place image, (b) supporting the role of affect in TDI, (c) confirming 
the country-product/destination-receptivity path in PCI, and (d) positing the latter path for the 
first time in TDI. The study supports known relationships between image, familiarity, beliefs, 
and behaviors, including, interestingly, a confirmation of previous findings that country affect 
influences product receptivity directly rather than through product beliefs (Klein et al. 1998, 
Villanueva and Papadopoulos 2003). The study also provides strong evidence of new, cross-over 
relationships from product to destination constructs. To benefit from these associations, tourism 
marketers might consider how exports are positioned and in what markets, and build tourism 
marketing campaigns to exploit this relationship. A broad range of future studies is called for to 
investigate similar relationships in different research settings, posit new potential relationships at 
both the global and case-specific levels, and focus more closely on appropriate metrics for 
country, product, and destination images, to further explore the implications of their associations 
for global marketers. 
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